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Abstract 
 
 The rise of social media coupled with advancements in technology and communication 
have been altering the way in which organizations manage their public relations and 
communicate with their stakeholders and audiences. As a result, organizations have increasingly 
become compelled to communicate with stakeholders via new media channels - such as social 
media - rather than traditional sources - like television, radio, newspapers, and magazines - to 
reach and capture the attention of the largest number of stakeholders as possible. Advancements 
in technology and communication have consequently altered the expectations of stakeholders: 
Concise, creative, and quickly communicated messages have become an essential practice of 
successful public relations. Sports organizations, like the NBA, have been paving the way by 
embracing these new innovative means of communication. This study coded a sample of tweets 
sent from the official Twitter account of the NBA along with six official accounts of its 
franchises to identify types of content they shared, and how their Twitter efforts reflected 
characteristics of public relations to build relationships with their stakeholders. The results of this 
study indicate that the NBA and its franchises most frequently tweeted out content for the 
purposes of entertainment and information sharing, and those types of tweets also received the 
highest levels of engagement and interaction. 
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CHAPTER ONE 
 
Introduction 
Sports public relations has been made even more interesting by the recent rise of new 
media sources coupled with the growing popularity of social media. The goal of sports public 
relations is two-fold: to develop and maintain a strong brand image and to forge a positive 
relationship with an organization’s key stakeholders (L’Etang, 2012). This means that sports 
public relations practitioners are responsible for the overall brand image of an organization as 
well as ensuring that any news is clearly communicated with its audiences in a timely manner. 
While in the past sports public relations relied heavily on press releases, press conferences, and 
media events, the means by which sports organizations represent themselves and disseminate 
their news is rapidly changing with the growing popularity of social media. In general, audiences 
are moving away from traditional news sources like television, radio, newspapers, and 
magazines, and they are turning to new media sources, such as Twitter (McCorkindale & 
Distaso, 2014).  
It appears that sports fans still want to track developments in sports organizations, but 
they also have a set of requirements; they want their news to be in a concise, creative package, 
and they expect to get it quickly as it happens (Kolodzy, 2012). This demand for virtually 
instantaneous news is changing the way sports organizations reach and interact with their various 
audiences, but Twitter has proven to be an extremely effective means of achieving this goal. The 
platform design of Twitter enables multiple communication channels to open up the conversation 
for almost instantaneous distribution of information as well as allowing a two-way stream of 
communication (Kietzmann, Hermkens, McCarthy, & Silverstre, 2011). But, more importantly, 
it enables public relations practitioners to meet the requirements of their organization’s audiences 
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in one feed. Key stakeholders of sports organizations want concise news, and Twitter gives its 
users only 140 characters to convey a message. Key stakeholders of sports organizations want 
creative news; Twitter offers its user the opportunity to incorporate emojis, pictures, videos, and 
gifs into their messages. And, key stakeholders of sports organizations want news fast; Twitter 
creates a live-updating newsfeed of information where the newest information appears first and 
at the top of the feed. Reports and research continue to support the notion that organizations, 
which disseminate information with their stakeholders, should turn to Twitter to attract the 
attention of the greatest number of people possible because of its platform design, and its 
audience of over 304 million active worldwide Twitter users as of February 2015 (Ramos, 2014; 
“Twitter,” 2015). Even with its extensive user base, it is impossible for organizations to reach 
stakeholders that do not utilize the platform, but – more than any other type of user – sports fans 
are 67 percent more likely to use Twitter (as cited in Burns, 2014).  
Sports organizations are doing their best to push the boundaries of Twitter’s capabilities, 
but, interestingly enough, the ‘most popular’ North American Sports League is not the ‘most 
popular’ on Twitter. In terms of average brand value and average franchise value, the National 
Football League (NFL) and Major League Baseball (MLB) rank first and second, respectively, 
but the National Basketball League has 3.8 million more Twitter followers than the NFL and 
12.32 million more Twitter followers than the MLB (“Brand Finance,” 2013; “Fan Page List,” 
2013a; “Fan Page List,” 2015b; Fan Page List,” 2015c). In 2012, the NBA was the first premier 
sports league to reach five million Twitter followers, and has increased its following by 252 
percent, reaching 17.6 million followers to date (“Fan Page List,” 2015a). Such a significant 
following suggests that the NBA and its franchises are doing something right, and that Twitter is 
a great outlet by which sports organizations can reach their intended audiences. The NBA’s key 
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audiences include the commissioner, NBA executives, broadcast executives, league officials, 
NBA players, sponsors of the NBA and its teams, as well as the fans. 
The purpose of my research was to investigate how the NBA and its franchises are 
utilizing Twitter as a public relations tool and, specifically, as a means of building relationships 
and brand awareness with their audiences. The goal of this research was to uncover what specific 
public relations practices propagate the most interaction between stakeholders of the NBA and 
its teams. The study analyzed the Twitter accounts of the NBA and six geographically dispersed 
NBA teams, based on highest number of wins in each division, during a two-month timeframe. 
After analyzing the Twitter platforms and practices of each team by means of content analysis, I 
identified how these sports organizations use Twitter to communicate with their stakeholders. 
The following section defines key concepts for this thesis within the realms of social media and 
sports public relations.  
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Literature Review 
New communication tools are changing the roles and responsibilities of public relations 
practitioners. This section provides a foundation for defining sports public relations in general, as 
well as addressing how new tools of communication, specifically Twitter, are changing the 
landscape of public relations. It is also important to consider the value in this enhanced 
communication, and the second section of this thesis addresses its significance. Since Twitter 
and other social media offer organizations the ability to interact and converse with their 
audiences, it is essential to establish the value of relationship and brand building. Hence, the 
third section defines and discusses the use of relationship management theory, dialogic 
communication, and how social media extends the use of these two concepts. 
Sports Public Relations 
In short, public relations practitioners are responsible for building and maintaining a 
brand image of a company or organization by building lasting and trusting relationships with its 
key stakeholders through various communication channels. Sports public relations is a specific 
niche channel of public relations in which the role of the public relations professional 
encompasses more of a mixed marketing and promotional role, in addition to the relationship-
building duties of public relations (L’Etang, 2012). Public relations professionals in the sports 
industry specifically handle issues related to organizational development, issues management, 
media relations, community relations, publicity, marketing communication, and promotion 
(Lattimore, Baskin, Heiman, & Toth, 2012). One of the most-significant portions of a sports 
public relations professional’s role focuses on ensuring that all messages, internal and external, 
are supportive of the sports organization’s brand image. Maintaining a strong and positive brand 
image is accomplished through framing, or shaping exchanges to convey a consistent message 
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(L’Etang, 2012). Framing provides a structured means to aggregate communications (Lattimore, 
Baskin, Heiman, & Toth, 2012). Entman (1993) describes framing as such:  
“Framing essentially involves selection and salience. To frame is to select some 
aspects of perceived reality and make them more salient in the communicating 
text, in such a way as to promote a particular problem definition, casual 
interpretation, moral evaluation and/or treatment recommendation for the item 
described.” (p. 55)  
Framing is essential to public relations because it provides the framework to establish “common 
frames of reference” (Hallahan, 1999, p. 207), which ensure the messages that are disseminated 
by public relations professionals are more likely to be interpreted by the audience in the context 
that they were designed to be interpreted. Hallahan (1999) asserts that frames place messages 
within a confined context of interpretation, which reduces the likelihood that messages will be 
misinterpreted while also leading recipients toward specific deductions. Sam Weber (2015), 
Marketing Coordinator of Opendorse, discusses how social media and communication experts’ 
public relations efforts encompass storytelling; their goal is to distribute information about an 
organization in an effort to share their ‘story.’   
The concepts behind framing and storytelling are largely intertwined. Public relations 
professionals utilize a form of framing called story framing, which involves creating a narrative 
from which to disseminate focused, strategic, and thematic messages (Hallahan, 1999). Most 
commonly, framing utilizes contextual cues—biasing audiences to come to a certain 
conclusion—and priming, which draws on the learned experiences of individuals to elicit a 
predictable response. In both cases, the devices are used to eliminate confusion and ambiguity 
from the communication process, though not through manipulation. By placing messages in a 
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particular context and by guiding key stakeholders’ perception of the messages, public relations 
practitioners are setting their organization up for branding success.  
Framed messages are directed at the stakeholder audience, and one of the most-important 
management issues in public relations is the stakeholder relationship. Stakeholders are the 
internal and external stakeholders who interact and are involved in the organization in some 
regard. Freeman (1984) defines a stakeholder as, “any group or individual who is affected by or 
can affect the achievement of an organization’s objectives” (p. 46). But, in sports public 
relations, another more-specific definition by Freeman can be applied, which states that a 
stakeholder is “any identifiable group or individual on which the organization is dependent for its 
continued survival” (Freeman, 1984; 1983). Internal stakeholders are part of the organization, 
while external stakeholders have an interest in the organization, but aren’t directly employed by 
them. Both internal and external stakeholders of sports organizations hold incredible value in 
sports public relations because they are, in general, extremely impassioned and vocal about the 
organizations in which they have an interest and have a direct or indirect role in the financial 
success of the organization. For this reason, it is important that sports public relations 
practitioners identify their key stakeholders, determine their relationship to the organization, and 
prioritize those key stakeholders by the respective strength and value of their relationships 
(Rawlins, 2006).  
One of the best means for public relations practitioners to manage their stakeholder 
relationships is by applying systems theory, which can be defined as a means of thinking about 
an organization’s relationships with its stakeholders within an accommodating, open systems 
approach, or a rigid, closed system manner (Lattimore, Baskin, Heiman, & Toth, 2012).  The 
growth of social media has forced many organizations to adopt open systems, which means that 
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they are open to interact with their key stakeholders to gain feedback on the value of their 
relationship. The open systems model fits extremely well for sports organizations that are willing 
to be part of the larger environment and be open to feedback from that environment. The open 
system lays the groundwork for strong relationships because they are built on mutual trust and 
understanding that the organization’s brand image is not confined by the bounds of its internal 
stakeholders. By this definition, social media has the potential to act as another means of 
furthering an organization’s relationships to its key stakeholders, and can thereby be utilized as a 
tool for public relations.  
Twitter: A Public Relations Tool  
Twitter, in its most-simplest terms, is a micro blogging site, though it proclaims itself an 
information network (Java, Song, Finin, & Tseng, 2007). The concept behind the platform is 
fairly straightforward: you become an active user by creating an account and searching for the 
accounts of other entities in which you may have an interest: people, businesses, organizations, 
celebrities. You connect with these users by following them, which allows you to automatically 
see the content that they post. Once you have connected with another account, their tweets 
(posted account) will appear on your timeline, or your stream-designed Twitter homepage. As 
the tweets of the accounts that you follow appear on your timeline, you have the opportunity as a 
user to engage with them by means of Twitter interactions, which can occur in the forms of a 
favorite (an endorsement of a tweet), a retweet (a rebroadcast of a another user’s tweet) or a 
reply (a message associated with a particular tweet). But following people is not the only way to 
see information that you are interested in; you can also search Twitter or explore trending 
hashtags, which are keywords identified by a preceding pound sign. This is Twitter’s method of 
	   11 
aggregating information surrounding about a similar topic of discussion. (For a more in-depth 
description of Twitter lingo, see Appendix I). 
More recently, Twitter has updated its platform to improve its search and information 
organization capabilities (Chief, 2015). In early 2015 Twitter purchased Periscope, which is the 
first step Twitter took towards creating a more-organized live-tweeting experience and 
conversation surrounding specific events (Barthel, Shearer, Gottfried, & Mitchell, 2015). 
Periscope is an app that enables its users to experience a place or an event through a live video 
stream (“Periscope,” 2015). More recently, Twitter has been pushing to make further 
advancements to the news web services it offers, by developing a feature called ‘Project 
Lighting’ that is designed to more easily promote conversation surrounding events of national or 
worldwide significance. This new functionality launched as ‘Moments’ as a new feature in its 
app on October 6, 2015. Twitter’s Global Media Operations Director Katie Jacobs Stanton 
referred specifically to NBA events in an interview with Buzzfeed: 
“We’ve seen in the past that we have so much conversation around events,” 
Stanton explains. “The Oscars, or the NBA Finals. Breaking news events like 
Ferguson. Memes like Alex From Target. … But the challenge we’ve had over 
the years is, although we have the world’s greatest content, it’s like having a 
television without a channel guide or even a remote control. There’s no way to 
really find it or contextualize that content. So [Project Lightning] is this beautiful 
vessel for us to surface great content and make it more delightful.” (Chief, 2015)  
She also emphasized that Twitter is working towards giving stakeholders the ability to share a 
greater part in the conversations that occur between organizations and their stakeholders on 
Twitter, so that stakeholders would have the opportunity to take part in it. Updates to Twitter, 
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such as Periscope and Moments, only further strengthen Twitter’s capabilities as a tool for public 
relations because they aggregate all these loose threads around common themes; these tools help 
loosely organize threaded tweets by serving as a virtual magnet to which tweets can adhere.  In 
some ways, it is an attempt to bring order to a mess of information to ensure that organization’s 
messages are being heard and that their tweets are being seen, which is a first step in building 
relationships with audiences. 
Building Relationships, Facilitating Conversation and Developing a Brand Image  
The importance of relationships in public relations has been stressed for years, but was 
elevated when the public relations professional’s role shifted from one-way publicity to the 
larger role of strategically organizing and distributing communications. After public relations 
had been recast as a management function, public relations practitioners were given greater 
responsibility to administer the organization’s connection to its key stakeholders (Ledingham, 
2001). Ferguson (1984) really underscored the importance of not only understanding the 
organizations and stakeholders as separate entities, but also the complex “social environment in 
which they both exist” (as cited in Ledingham, 2001, p. 287). The transformed responsibilities of 
the public relations practitioner and view of organizational relationships led to measurement 
tools and models for monitoring and measuring those relationships. And, it is vital that these 
interactions are monitored since building relationships can be challenging because people may 
have negative views and express them publicly in social media. Regardless, these strategies and 
definitions were developed in an attempt to measure the quality of organization-public 
relationships and eventually developed into models to help professionals better predict the 
behavior of their stakeholders (Ledingham, 2001). Understanding how stakeholders will react 
and respond to messages creates a better, more-productive two-way stream of communication 
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because it establishes a common ground. An organization’s ability to identify what information 
its stakeholders expect to see (and are interested in) helps them to create a sphere of 
communication that is beneficial for both the organization and its stakeholders.  
Building and maintaining relationships is also one of the fundamental pillars of sports 
public relations. Clear communication and conversation are vital to ensure that a sports 
organization’s key stakeholders stay informed and feel involved, and it starts with relationship 
management. Relationship Management Theory can be defined as, “how to build toward 
symmetry (managing organizational–public relationships around common interests and shared 
goals) and when to apply that approach (over time)” (Ledingham, 2003, p. 192). According to 
Ledingham there are five key dimensions to relationship management: trust, openness, 
involvement, investment, and commitment. Trust is vital to relationship management because it 
determines the relationship’s value for both parties involved. If the NBA sends a tweet saying 
that Stephen Curry and the Warriors have broken the record for the league’s franchise record for 
a team’s winning streak, the fans need to trust that the information is accurate. To develop and 
maintain a good relationship, organizations must gain the trust of their external stakeholders by 
keeping them informed and being open and honest about the information they disseminate. 
Openness is extremely important in sports public relations because if the Warriors plan to sit 
Stephen Curry for a game because his hand is hurt, fans must be able to trust that information 
will be shared with them before game time so they aren’t blindsided by seeing him on the bench. 
More than anything, stakeholders in sports public relations want to feel involved, and 
organizations can further that commitment through investment of time and money. The 
involvement, investment, and commitment prongs in Relationship Management Theory can all 
be achieved by promoting the welfare of the communities that these organizations serve 
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(Ledingham, 2003). The NBA and its franchises can accomplish this by hosting events or 
appearances, in which players buy holiday presents for families in need, visit children’s 
hospitals, or build playgrounds in underprivileged communities. Relationship Management 
Theory stresses that successful relationships are developed when the relationships are mutually 
beneficial; stakeholders organizations keep their audience informed and invest necessary 
resources to keep audiences feeling involved, and in return, receive positive feedback and 
promotion of their brand image. Ledingham states that, “the key to managing successful 
relationships is to understand what must be done in order to initiate, develop and maintain that 
relationship” (p. 27). 
Attention to the five dimensions of relationship management gives organizations the 
greatest potential to form strong relationships with their stakeholders. For a sports organization 
like the NBA, the key stakeholders include the commissioner, NBA executives, broadcast 
executives and the media, league officials, and NBA players, sponsors of the NBA and its teams, 
as well as the fans. It is vital that the NBA spends time to manage and build their relationships 
with each of these respective groups, and Twitter has provided the means to do so for a large 
population of its stakeholders.  
Social media enables the organizations to build and facilitate relationships and 
conversation with stakeholders in a way that has never been done before (Ramos, 2014). It offers 
brands, companies, and organizations the power of two-way interaction and the ability to connect 
directly to their audiences if they chose to do so (Lattimore, Baskin, Heiman, & Toth, 2012). In 
particular, Twitter is a significant advancement for organizations to manage stakeholder 
relationships and communicate with those stakeholders who utilize Twitter. While audiences are 
active on Twitter an organization’s communication goals and the capabilities of Twitter create 
	   15 
the opportunity for engagement, which is defined by the Social Media Measurement Standards 
Conclave (2013) as, “some action beyond exposure, and implies an interaction between two or 
more parties. Social media engagement is an action that typically occurs in response to content 
on an owned channel” (p. 6). In discussion of the changing effects of social media on brand 
relationships, engagement is often paired with the term “conversation,” which is defined by 
McCorkindale and DiStaso (2014) as, “some form of online or offline discussion by customers, 
citizens, stakeholders, influencers, or other third parties. Social media conversations include 
online discussions about your organization, brand or relevant issues, whether via your channel or 
third party channels” (p. 6). Social media has prompted organizations to both engage and 
converse with their stakeholders, and both are crucial to maintaining positive public perceptions 
through dialogue.  
Kent and Taylor (2002) have discussed the importance of dialogical communication in 
public relations for almost fifteen years, distinguishing five important aspects: mutuality, or the 
“acknowledgment that organizations and publics are inextricably tied together;” propinquity, 
meaning that organizations consult their stakeholders in matters of influence to them and 
stakeholders are able and willing to articulate their comments and concerns; empathy, or “the 
atmosphere of support and trust;” risk, or the “potential to produce unpredictable and dangerous 
outcomes;” and commitment, or a genuine and authentic promise to build and support the 
relationships through conversation (Kent & Taylor, 2002, p. 25, p. 26; Heath, 2001, p. 135). All 
five dimensions of dialogic communication pair well with the capabilities of Twitter as a tool for 
public relations. Twitter provides organizations and their stakeholders with the outlet to clearly 
and openly discuss matters of interest and importance in a manner that involves some risk on 
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both ends but, in the end, demonstrates each party’s commitment to building and maintaining the 
relationship.  
Dr. Jimmy Sanderson, who incorporates social media into his classes in media and 
journalism at Clemson University, was quoted as stating, “Twitter is a powerful relational tool; 
it’s real power lies in building and developing relationships” (Burns, 2014). Twitter has, in many 
ways, revolutionized the public relations communication process because it has afforded 
organizations and their key stakeholders a platform upon which to exchange thoughts, ideas, 
news, and experiences. While an organization forgoes full control over the conversation, its 
audience gains the opportunity to feel connected to the organization they hold interest in.  
Though Twitter may diminish an organization’s power to dictate the direction of conversation, it 
offers an immense opportunity to strengthen their brand image. By allowing an organization’s 
key stakeholders to participate in the conversation on Twitter, organizations can monitor the 
discussion and receive insight into how key stakeholder perceive their organization and what 
specific content interests them most. Users on Twitter have more of an opportunity to participate 
in the conversation and offer their own opinions and commentary than ever before. Ramos 
(2014) referred to Twitter as being like a backyard gathering – a lot of people may attend but 
every conversation might not reach the majority of the people in attendance, and it can permit a 
variety of viewpoints. In contrast, he referred to Twitter as the Egyptian Revolution. “Everyone 
mills around in chaos. Everything goes out to everyone on all sides; friends, enemies, 
demonstrators, the government, the army, journalists, and the rest of the world” (Ramos, 2014, p. 
6). Twitter offers organizations the opportunity to reach the greatest number of people with 
diverse perspectives and opinions, which at first might seem intimidating, but offers the greatest 
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opportunity for organizations to engage their stakeholders and strengthen their brand image. 
Relationship management is vitally important to public relations, and it should be treated as such. 
In summary, Leichty and Springston (1993) discuss the complications of relationship 
theories by stating, “what we need is a theory that tells us when and how to build toward a two-
way symmetrical exchange between organizations and publics” (p. 335). According the 
Ledingham (2003) relationship management theory is the answer because it recognizes that, 
“public relations balances the interests of organizations and publics through the management of 
the organization-public relationships… and is consistent with the notions that public relations 
initiatives should generate understanding and benefit both for the organizations and publics.” (p. 
181). Ledingham (2001) identified four essential components of the relational perspective: 
recognizing the importance of relationships in public relations, reframing public relations as a 
function of management, investigating the attitudes, preconceived notions and behaviors that can 
influence perceptions of the organization-public relationship, and creating a model that fits those 
perceptions. With these foundations established, the next section looks at how Twitter may help 
sports organizations build and maintain stakeholder relationships. 
Twitter: A Sports Public Relations Tool for the NBA 
Twitter caters to its users interests. The ‘About” page of Twitter highlights the title 
phrase, “Twitter is your world. Get real-time updates about what matters to you.” And, if you 
scroll down, the next section highlights an NBA tweet sent back in May 2015 of Chris Paul 
making an amazing shot off the glass (“Twitter About,” 2015): “Nothing but net happens here. 
When you need to know what’s going on—in your town or across the globe—get the best of 
what’s happening now on Twitter.” Though Twitter is molded to fit all interests, it is specifically 
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adept at the nuances of sports communication, which include informational messages that 
promote interactivity, humor, and entertaining content (Weber, 2015).  
Twitter is especially important in sports public relations because it provides an open 
forum in which fans and the media can commune (Ramos, 2014). Users can stay up to date on 
sports news, follow game highlights, and spark conversation without ever having to leave a 
webpage. According to Christian Alfonsi, Executive Vice President of Strategic 
Communications at Taylor PR:  
“Social media, especially on mobile devices, provides sports fans with their own 
global network, and they have been using this power in unprecedented ways to 
express and share their passion for their favorite sports. Digital, social media and 
mobile technology are also driving innovation in brand sponsorship activations 
around major sports properties, offering marketers a vast array of channels for 
engaging with consumers. The power of sports to entertain and inspire us will 
continue to make it the most powerful vehicle for driving consumer engagement 
with brands.” (Alfonsi, 2014, p. 13)  
In summary, Twitter is extremely valuable as a public relations tool because of its vast 
number of users and unique capabilities. While research has investigated the use of Twitter as a 
tool for public relations, there has been little focus on its effectiveness in the realm of sports 
public relations. Research conducted by Kent and Taylor (2002) found that Twitter’s design for 
interconnectivity—building relationships, facilitating conversation, and developing a brand 
image—is what renders it so powerful. But, Twitter enables an organization to connect and 
interact with their audiences when it is utilized to its full potential, which solidifies it as a 
successful public relations tool in sports (Chief, 2015). Sports fans are, in particular, incredibly 
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active on Twitter (Nielsen, 2013). Mark Wysocki (2012) examined the role of social media in 
sports communication strategy by interviewing NBA social media strategists about their 
respective strategies across all social media platforms. Wysocki (2012) developed a ‘best 
practices’ guide, which articulates the social media strategies employed the NBA and its 
franchises.  While there has been little investigation of sports organizations’ strategies for using 
Twitter since this report, there has been research conducted in an attempt to define how athletes 
utilize Twitter and communicate with their audiences, separate from the influence of the NBA 
and its franchises. Hambrick (2010) found that the majority of athletes’ tweets are primarily 
targeted towards fans or friends or are otherwise unrelated to sports, and roughly 15 percent of 
tweets sent by athletes are related to their team or particular sport. And, while it is generally 
supported that Twitter is an effective tool of public relations and a powerful tool of 
communication for athletes, there exists a gap in research regarding Twitter as a tool for sports 
organizations. My research bridges this gap and is an attempt to support the claim that Twitter is 
an effective tool for public relations in the sports industry because it helps sports organizations 
fulfill their duties of public relations, along with marketing and promotions (L’Etang, 2012). In 
addition, my research defines what type of content garners the most fan interactivity, including 
favorites, replies, and retweets by examining the official Twitter account of the NBA along with 
the accounts of six of its franchises. It was interesting not only to see why the NBA and its 
franchises have the highest following of any US sports league on Twitter, but also what 
similarities and differences exist between the content of tweets from each account. This study 
addresses the following research questions: 
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[RQ1]: What type of content do the NBA and its franchises share with their audiences on 
Twitter? 
[RQ1a]: What similarities exist between the content of tweets from each of the accounts? 
[RQ1b]: What differences exist between the content of tweets from each of the accounts? 
[RQ2]: What type of content sent by the NBA and its franchises via Twitter garners the 
most interaction with other Twitter users?  
[RQ2a]: Does the presence of a picture, video or graphic influence the level of 
interactivity a tweet experiences? 
 [RQ3]: Which tweet topic categories rank highest in value for the average number of 
retweets and favorites, and what might that suggest about what the NBA 
audience is looking for from its teams on Twitter? 
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Methodology 
With the recent application of Twitter as a tool for sports public relations, it is important 
to understand what types of content garner the most interaction with a sport’s organizations key 
stakeholders. For this study in particular, the goal was to investigate how the NBA and its 
franchises use Twitter to build relationships and brand awareness with their audiences. Content 
analysis was selected for its ability to provide “systematic, objective, quantitative analysis of 
message characteristics” (Neuendorf, 2002, p. 2) that enable the researcher to make sense of and 
recognize commonalities among diverse content (Patton, 2002). 
The content analysis tracked the type of information, content, pictures, and videos being 
shared with stakeholders, as well as the amount of interactivity - favorites, replies, and retweets – 
of the official Twitter account of the NBA as well as the Twitter accounts of six of the 30 official 
NBA team franchises, over the course of a two-month time period. I chose to monitor a total of 
seven accounts – the official NBA account and six of its franchises – to develop a broad 
overview of NBA Twitter, ensuring that the six franchises selected were geographically 
dispersed throughout the country. 
Twitter Selection 
Twitter was selected for this particular study both because of its popularity among NBA 
fans and its ease of use (Nielsen, 2013). The design of Twitter creates a unique platform from 
which organizations can inform, communicate, and receive feedback from their intended 
audiences. People use Twitter as a microblogging site to  “seek and share information” as part of 
an easily accessible online community (Java, et al., 2007). Over the past few years, Twitter has 
become ingrained in the world of sports, especially basketball. According to the Nielsen Year in 
Sports Media Report (2013), NBA fans are some of the youngest and most social fans in the US. 
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NBA fans are 66 percent more likely than the average adult to have used Twitter in the past 
month (Nielsen, 2013).  
The NBA employs Twitter specifically to engage its 34 and younger audience, 
considering that that demographic makes up 45 percent of its viewing audience. NBA fans also 
participate in and monitor Twitter while watching games. Nielsen (2013) reported that 26.7 
million tweets were sent over the 2013 NBA Final series, while only 17.7 million fans watched 
the telecast on ABC.  The final game of the NBA finals between the Heat and Spurs prompted 
1.9 million users to send over 7.3 million tweets. The number of tweets also exceeded the 
number of viewers in the 2014 NBA Finals Series in 2014 (Nielsen, 2014). The Nielsen 2013 
Year in Sports reported that, “Social media has fast become the new “water cooler” for fans to 
connect about the latest sports topics, prompting teams, leagues, advertisers and brands to take 
notice of the medium’s powerful connection with sports fans. And in 2013, fans and non-fans 
alike took to Twitter to dish on NBA games, positioning the league to have five of the ten most-
Tweeted games in 2013” (p. 9).  
Account Selection 
In order to complete an in-depth content analysis, I reviewed and monitored the official 
Twitter account of the NBA and six of its 30 franchises (seven Twitter accounts in total) over a 
two-month period. I chose to review the official Twitter account of the NBA because it is the 
most-followed sports organization in the United States (“Twitter,” 2015). I then selected to track 
six NBA franchises that had the highest number of wins in each division as of December 1, 
2015, ensuring that were geographically representative of the league. NBA franchises are divided 
into the East and West Conference, and six divisions, three divisions within each conference. 
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The Atlantic, Central, and Southeast Division make up the Eastern Conference, and the 
Northwest, Pacific, and Southwest Division make up the Western Conference (See Table 1.0).  
§ TABLE 1.0 - Eastern and Western Conference Percent Wins in 2015 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(NBA Standings, 2016) 
EASTERN CONFERENCE W L W% 
Atlantic Division    
Toronto 11 7 .611 
Boston 10 8 .556 
New York 8 10 .444 
Brooklyn 4 13 .235 
Philadelphia 0 18 0 
Central Division    
Cleveland 13 4 .765 
Indiana 11 5 .688 
Chicago  10 5 .667 
Detroit 9 9 .500 
Milwaukee 7 11 .389 
Southeast Division    
Atlanta 12 8 .6 
Miami 10 6 .625 
Charlotte 10 7 .588 
Orlando 9 8 .529 
Washington 6 8 .429 
WESTERN CONFERENCE W L W% 
Northeast Division    
Oklahoma City 11 7 .611 
Utah 8 8 .500 
Minnesota 8 9 .471 
Portland 7 11 .389 
Denver 6 12 .333 
Pacific Division     
Golden State 19 0 1.00 
L.A. Clippers 10 8 .556 
Phoenix 8 9 .471 
Sacramento 7 12 .368 
L.A. Lakers 2 14 .125 
Southwest Division    
San Antonio 14 4 .778 
Memphis 10 8 .556 
Dallas 10 8 .556 
Houston 7 11 .389 
New Orleans 4 13 .235 
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To ensure the six accounts selected for the content analysis were geographically 
dispersed throughout the country, I chose the team with greatest number of wins in each 
conference from each division as of December 1, 2015. When a tie was present, I then selected 
the team with the higher winning percentage. I chose to rank the teams by the greatest number of 
wins because Mullin, Hardy, and Sutton (1993) suggest, although it’s not the only thing that 
matters, winning undoubtedly helps teams to build an audience. After listing each of the 30 
franchises and their wins and winning percentages, I selected the accounts of the following six 
franchises to monitor: Toronto Raptors, Cleveland Cavaliers, Atlanta Hawks, Oklahoma City 
Thunder, Golden State Warriors, and San Antonio Spurs.  
Message Selection  
To ensure accuracy and efficiency, the unit of analysis for the study was every available 
tweet or “Twitter message” posted since the beginning of the NBA regular season, which kicked 
off Tuesday October 27, 2015. The timeframe of this study was the two-month period from 
October 27, 2015 to December 27, 2015, and a representative random week was utilized. 
According to Riffe, Aust, and Lacy (1993), the researcher’s goal “is to sample enough issues to 
achieve an "acceptable" estimate of unknown population parameters, while maximizing 
efficiency of time and effort” (p. 133) and for newspapers, simple random sampling through a 
constructed week achieves that goal. In standard news constructed week sampling, two 
constructed weeks are typically utilized to represent a year’s worth of information (Riffe, 1993, 
p. 139). And, although this study encompasses a much smaller timeframe (only one-sixth of a 
year), one constructed week was selected to ensure that each day of the week was represented in 
some capacity. Since research into the effectiveness of constructed weeks in Twitter sampling is 
limited, this thesis cannot draw huge and groundbreaking conclusions because we are unsure of 
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the impact. And, although there are always limitations caused by sampling – not seeing every 
piece of information – it is the most-effective means of evaluating large amounts of data.  
The random week was constructed by assigning every specific weekday a sequential 
number. The first Monday was assigned one, the second Monday was assigned two, and the 
same principle was applied to each day of the week. A random number was then generated seven 
times to choose which of the Sundays, Mondays, Tuesday, etc., within the October 27, 2015 to 
December 27, 2015 timeframe would be chosen to represent that specific day of the week within 
the randomly generated constructed sample week. Table 1.1 shows the sample week that 
resulted.  
§ TABLE 1.1 - Constructed Week 
 
SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY 
11/22/15 11/9/15 12/15/15 12/9/15 11/19/15 11/27/15 11/21/15 
 
All Tweets that resulted from each of the seven Twitter accounts on the seven days that were 
selected were then compiled. Coders used Qualtrics to record information about each tweet, 
which included the date, account, content category, presence of a photo or video, the number of 
favorites, retweets, and replies that each individual tweet received. It is important to note that I 
only investigated tweets that originated from and were published by each specific account, 
disregarded retweets, but included quoted retweets (in which original content accompanies an 
already existing tweet) for the purposes of my research. And, since I did not (and could not) get 
access to the Twitter analytics of each of these accounts, I determined levels of interactivity and 
measured how well audiences perceived tweets by the number of favorites, replies, and retweets 
each tweet received. 
Though constructed week sampling has yet to be proven as an effective means of 
sampling for Twitter, in order to confirm and support the reliability of the results in this thesis to 
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the greatest extent possible, the number of tweets in the constructed sample was compared to the 
average number of tweets in a week for each of the seven Twitter accounts. The average number 
of tweets a week was calculated by using monthly tweet results, which were gathered from 
TweetStats. That number was divided by 4.3 or the average number of weeks per month; the 
results are shown in Table 1.2.  
§ TABLE 1.2 - Comparison of Number of Average Weekly Tweets to Constructed Week 
 
 
 
  
 
 
                   (Cortesi, 2016) 
The similarity between the total number of tweets in the average week  (n=1,119) and the total 
for a constructed week (n=1,038) suggests that the constructed week could be a representative 
sample. In addition, utilizing a constructed week sample eliminates bias that could occur 
otherwise if one particular week (consecutive days) was utilized for the purpose of this research 
(Riffe, Aust, & Lacy, 1993, p. 137). 
Coding Guidelines  
A complete guidebook for coding (see Appendix II) was created prior to the process of 
data collection along with a comprehensive description of categories for coding based on tweet 
topic (which can be found in Appendix III). I examined other similar sports communication 
studies, particularly the Hambrick et al. (2010) study, “Understanding Professional Athletes’ Use 
of Twitter,” to identify he types of tweets that are generated.  
 Average # of Tweets 
a Week 
# of Tweets in 
Constructed Week 
NBA 411 275 
Toronto 150 172 
Cleveland 115 118 
Atlanta 95 110 
Oklahoma City 83 115 
Golden State 191 119 
San Antonio 74 129 
TOTAL # 1,119 1,038 
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Five categories of tweet types were used: Information Sharing, Interactivity, Promotional, 
Entertainment, and Other. Table 1.3 below provides the description of each category. 
Additionally, the coder then distinguished whether a picture video or graphic was present in each 
tweet (See Table 1.3, see also diagram in Appendix III). 
§ TABLE 1.3 - Tweet Topic Categories 
 
 
Category Description 
Information sharing Notify, update and inform its intended audience of a specific 
event, situation or decision 
 
     -Information sharing about  
      an athlete 
 
Single player information 
     -Information sharing about a  
     franchise 
Franchise and its decisions, records, performance and 
updates about business and legal decisions. Also can include 
content about team members/more than one player 
 
Interactivity Retweeting, quote tweeting, mentioning, and replying to 
other users’ content 
 
      -Interactivity with other  
      athletes/organizations/media 
Quote tweet, mention, or reply initiated by one the NBA's 
franchises with other athletes, franchises, organizations, 
media and/or media personnel in a conversational tone 
 
      -Interactivity with fan Quote tweet, mention, or reply) that is initiated by the NBA 
or one of its franchises with a fan, identified as someone not 
well known 
 
Promotional Ticket sales, game times, upcoming games, goodwill efforts, 
community outreach programs, giveaways and/or contests 
 
Entertainment Engaging or amusing its audiences. Highlights a specific 
photo, video or graphic highlighting an impressive or 
comical play or statistic. The use of an emoji or reference to 
current culture  
 
Other  Anything that does not fall directly into the other categories 
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Coder Training and Calculating Intercoder Reliability 
 To ensure the effectiveness of the Coding Guide and intercoder reliability, I employed the 
assistance of one other coder. According to Riffe et al. (2005), intercoder reliability is essential 
in content analysis and can be accomplished through five steps: determining the scope of the 
reliability check, creating a protocol, selecting a sample, conducting the intercoder reliability test 
and then assessing the results.  Defining the scope of intercoder reliability was accomplished by 
reviewing the categories for coding to ensure they are clearly outlined (See Appendix III). The 
protocols and guidelines for coding tweets are outlined in Appendix II, and the sample for the 
purposes for testing intercoder reliability is defined as all tweets sent from the official NBA 
Twitter account on Sunday, November 22.  
Both coders independently coded the tweets of the official NBA Twitter account on 
Sunday, November 22, and then compared results to ensure that both coders had applied the 
coding guidelines consistently. Each of the coders reviewed the guidelines for coding to resolve 
any potential discrepancies in interpretation prior to the intercoder reliability testing. After each 
coder had independently coded, they convened to compare results and perform the intercoder 
reliability test. The number of agreed upon tweets, or tweets that both coders placed into the 
same categories, appear in the diagonal blue boxes in Table 1.4. 
 Intercoder reliability testing can be deemed successful if the reliability value is between 
0.67 and 0.8, which indicates that the categories for coding were clearly defined, separate and 
distinct, and that each coder could reliably place tweets in their appropriate categories. A 
reliability test called Cohen’s Kappa was used to calculate the probability of chance agreement.  
Riffe et al. (2003) say Cohen’s Kappa is a slightly more reliable version of Scott’s Pi when the 
sample is relatively small. Observed agreement was calculated by adding all of the values in the 
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diagonal blue boxes of Table 1.4, to show the number of tweets the two coders agreed upon, and 
then dividing by the total number of tweets evaluated. (The NBA account from November 22, 
2015 served as the test for intercoder reliability. 
§ TABLE 1.4 - Number of Tweets for Each Account Separated by Coding Category 
 
 CODER A Marginal 
Sum 
  Information 
sharing: 
athlete-
centered 
Information 
sharing: 
franchise-
centered 
Interactivity 
with other 
athletes/orgs/
media 
Interactivity 
with fans 
Promotional Entertainment Other  
Information 
sharing: 
athlete-
centered 
13       Cm1 
13 
Information 
sharing: 
franchise-
centered 
2 10      Cm2 
12 
Interactivity 
with other 
athletes/orgs/ 
media 
  0     Cm3 
0 
Interactivity 
with fans 
   0    Cm4 
0 
Promotional 2    1   Cm5 
3 
Entertainment      5  Cm6 
5 
Other       0 Cm7 
0 
Marginal 
Sum 
 Rm1 
17 
Rm2 
10 
Rm3 
0 
Rm4 
0 
Rm5 
1 
Rm6 
5 
Rm7 
0 
33 
 
There were 33 tweets in the sample, and the coders agreed on 27 out of the 33 tweets. Observed 
agreement was calculated with this formula: po  = ((13 + 10 + 0 + 0 + 1 + 5 + 0)/33) = 0.879. 
 McHugh (2012) then explains that the expected agreement is calculated by using the 
expected (chance) agreement formula:  
          (McHugh, 2012)  
CO
DE
R	  
B	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Table 1.5 shows the expected agreement for each of the seven categories.  
§ TABLE 1.5 - Coding Expected Agreement (pe) 
 
 Coder A Coder B Pe Pe1	  = 0.515 0.394 0.203 Pe2	  = 0.303 0.364 0.110 Pe3	  = 0 0 0 Pe4	  = 0 0 0 Pe5	  = 0.030 0.091 0.003 Pe6	  = 0.152 0.152 0.023 Pe7	  = 0 0 0 
Overall Agreement - - 0.339 
 
After both observed agreement (po) and expected agreement (pe) were calculated for all seven 
categories, the values were inserted into the formula for Cohen’s Kappa to calculate reliability: 
((po – pe)/(1– pe)) = ((0.879 – 0.339)/(1– 0.339), where po is observed agreement and pe is 
expected agreement. The test resulted in 0.817 for the Cohen’s Kappa index value, which 
surpasses the value of 0.67 to 0.80 that reflects a reliable level of intercoder reliability 
(Krippendorff (2004).  As a result, the rest of the tweets within the sample could be coded with 
intercoder confidence.  
Coding Procedures 
After a reliable and consistent level of intercoder reliability was achieved, a random 
number generator was used to allocate the remainder of the sample for coding. Each of the seven 
days and seven accounts was represented in a table and assigned a number, one through forty-
nine. The NBA Twitter account from November 22, 2015 served as the measure for intercoder 
reliability, (and then five randomly generated numbers (roughly 10 percent of 49 sets of 
accounts) were assigned to the second coder. The remainder of the sample set was the 
responsibility of the first coder. Table 1.6 reflects coding assignments. Content for coder one is 
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highlighted in blue, the content for coder two is highlighted in yellow, and the green box 
represents the intercoder reliability sample that was evaluated by both coders: 
§ TABLE 1.6 - Number of Tweets for Each Account Separated by Coding Category 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 Sun 
11/22 
Mon 
11/9 
Tues 
12/15 
Wed 
12/9 
Thurs 
11/19 
Fri 
11/27 
Sat 
11/21 
NBA        
Toronto        
Cleveland        
Atlanta        
Oklahoma City        
Golden State        
San Antonio        
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CHAPTER TWO 
Results 
Overview   
 The purpose of this study was to investigate how the NBA and its franchises are utilizing 
Twitter as a public relations tool and, specifically, as a means of building relationships and brand 
awareness with their audiences. The sample included the NBA Twitter account and six of the 
thirty NBA franchises as a representative sample of geographically dispersed teams throughout 
the US and Canada. Each of the NBA’s six divisions: Toronto Raptors, Cleveland Cavaliers, 
Atlanta Hawks, Oklahoma City Thunder, Golden State Warriors, and San Antonio Spurs. For the 
purposes of data collection and analysis, a constructed week was utilized to examine the content 
of the seven designated Twitter accounts. The sample week was constructed using a random 
number generator to select which particular day would be utilized to represent each day of a 
week in the constructed week sample during a two-month timeframe from October 27, 2015 
through December 27, 2015. The constructed week that resulted was Sunday November 22, 
Monday November 9, Tuesday December 15, Wednesday December 9, Thursday November 19. 
Friday November 27, and Saturday November 21.  
All Twitter account data were gathered and coded in February and March of 2016. From 
the constructed week for each of the seven accounts, a total of 1,038 Tweets were analyzed to 
determine what content the NBA and its franchises share on Twitter as well as the level of 
engagement, which particular categories of content garner among Twitter users. Content was 
classified into seven distinct categories: Information Sharing that is Franchise-Centered, 
Information Sharing that is Athlete-Centered, Interactivity with Media, Athletes or Other 
Organization, Interactivity with Fans, Promotional, Entertainment, and Other. The 1,038 tweets 
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were placed into one of these separate but distinct categories, the results of which can be seen in 
Table 2.0.  
§ TABLE 2.0. Number of Tweets for Each Account Separated by Coding Category 
(n=1,038) 
 
Common Categories of Content 
Of the 1,038 tweets that were monitored, 392 tweets (37.76 percent) fell into the 
Information Sharing that is Franchise-Centered category, followed by 24.66 percent (n=256) 
Information Sharing that is Athlete-Centered category, 184 (17.73 percent) tweets fell into the 
Entertainment Category, 10.22 percent (n= 106) was Promotional, 4.05 percent (n=42) was 
classified as Interactivity with Fans, and finally 2.79 percent (n=29) of tweets were Interactivity 
with Athletes, Organizations and/or Media as well as the category of Other (see Figure 2.0).  
o FIGURE 2.0 - Number of Tweets in Each Coding Category (n=1,038) 
 
 
 Information 
Sharing 
Interactivity 
 
Promotional Entertainment Other Total 
# 
Athlete-
Centered 
Franchise-
Centered 
With Athl./ 
Orgs/Media 
With 
Fans 
 
NBA 76 110 3 2 19 64 1 275 
Raptors 46 72 7 12 11 19 5 172 
Cavaliers 24 38 3 3 28 17 5 118 
Hawks 21 29 10 16 13 14 7 110 
Thunder 42 38 1 1 13 16 4 115 
Warriors 26 21 2 2 16 31 1 119 
Spurs 21 64 3 6 6 23 6 129 
All Accounts 256 392 29 42 106 184 29 1,038 
0 50 100 150 200 250 300 350 400 450 
Interactivity with Athletes, Organization and/
Other 
Interactivity with Fans 
Promotional 
Entertainment  
Information Sharing: Athlete-Centered 
Information Sharing: Franchise-Centered  
Number of Tweets 
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The high number of tweets within the Information Sharing that is Franchise-Centered 
category may be a result of game updates. As the coding guidelines and coding sheet outline, 
game updates of scores and other relevant content fell under this category, which would indicate 
that a high volume of tweets are cast during games. The second most-prevalent category was 
Information Sharing that was Athlete-Centered. The content of tweets within this category 
commonly highlighted a certain player’s performance within a game or across games, a player’s 
post-game perspective, or post-game interview.  
Activity of Accounts 
 For the purposes of this study, the average number of tweets sent in a day from one 
account compared to the other six accounts was utilized to determine the level of activity of each 
of the seven accounts (see Table 2.1).  
§ TABLE 2.1 - Number of Followers and Tweets per Day 
 
 
 
 
 
 
Tweets were then separately and distinctly classified into seven categories. After tweet 
classification was complete, the average of the number of retweets and favorites for each of the 
tweets classified into a specific category was calculated for each of the seven categories. What 
resulted were the overall mean values for retweets and favorites for the seven topic categories, 
which is showcased in Table 2.2. Additionally, Tables 2.3 through 2.9 provide the means of each 
category for the seven individual accounts.     
 Account Twitter Handle Number of Followers 
(in millions) 
Tweets per Day 
NBA @NBA 20.1 M 71.2 
Toronto @Raptors 0.996 M 33.1 
Cleveland @Cavs 1.06 M 14.3 
Atlanta @ATLHawks 0.481 M 41.3 
Oklahoma City @okcthunder 1.21 M 12.8 
Golden State @warriors 1.47 M 30.4 
San Antonio @spurs 1.19 M 12.5 
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The number of followers for each account should correlate with interactions that a tweet 
has the potential to receive, because the more followers the account has, theoretically, the more 
people who can see and potentially react to that tweet.  This expectation is evident by examining 
the official Twitter account of the NBA and the Twitter account of the Golden State Warriors, 
the two accounts with the greatest number of followers relative to the other five accounts. They 
typically garnered the greatest number of retweets and favorites (see Tables 2.2 through 2.9). 
The two accounts had the highest mean values for retweets and favorites across the majority of 
coding categories, with the exception of the mean of favorites and mean of retweets in the 
Interactivity with Athletes/Other Organizations/Media category, and the mean of favorites in the 
Other category. Though retweeting could potentially increase the set of Twitter users that see the 
tweet beyond the set of followers, follower numbers have the most-direct influence on potential 
interactions. For example, if the NBA account, with 20.1 million followers, sends out a tweet, it 
will most likely garner a number of interactions that would be much greater than if the same 
tweet came from the Atlanta Hawks account, which has a following of 481,000, because 
conceivably more people see the tweet when it comes from the NBA account. Although this 
study did not gather any concrete data to support or disprove the effect of the number of 
followers on interactions, it is important when analyzing the data to consider that follower 
numbers might have a bearing on the number of retweets and favorites a tweet receives.  
§ TABLE 2.2. Category Mean Values Across All Accounts  
  Mean of Retweets Mean of Favorites 
Information Sharing: Franchise-Centered 180.71 341.59 
Information Sharing: Athlete-Centered 167.31 300.52 
Interactivity with Athletes/Orgs./Media 35.97 92.41 
Interactivity with Fans 16.07 57.57 
Promotion 76.53 216.96 
Entertainment 702.07 941.74 
Other 89.17 171.55 
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Information Sharing 
 The Information Sharing categories include tweets to notify, update and inform the 
intended audiences of a specific event, situation, or decision.  One subcategory addressed 
information sharing about a single athlete, and an example appears below:  
 
 
 
 
 
 
                   (Retrieved from Twitter, 2016) 
Another subcategory focused on information sharing about a franchise, and an example follows:  
 
 
 
 
 
 
 
     (Retrieved from Twitter, 2016) 
The NBA and the Golden State Warriors led the Information Sharing categories levels of 
interactivity. Despite having a smaller following than the NBA, the Golden State Warriors had 
the highest mean value for retweets (340.54) and favorites (738.62) in the Information 
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Sharing/Franchise-Centered category. The NBA account had the second-highest mean of 
retweets (338.29) and favorites (595.45) (see Table 2.3).  The Golden State Warriors also 
captured the highest mean value for retweets (526.20) and favorites (923.71) in the Information 
Sharing/Athlete-Centered category.  The NBA was a distant second in both retweets (201.65) 
and favorites (383.42) (see Table 2.4).  
§ TABLE 2.3 - Information Sharing: Franchise-Centered 
 
  Mean of Retweets Mean of Favorites 
NBA 338.29 595.45 
Toronto Raptors 26.28 67.80 
Cleveland Cavaliers 99.21 230.17 
Atlanta Hawks 31.67 71.29 
Oklahoma City Thunder 102.38 172.26 
Golden State Warriors 340.54 738.62 
San Antonio Spurs 149.71 267.38 
All Accounts 180.71 341.59 
 
§ TABLE 2.4 - Information Sharing: Athlete-Centered 
 
  Mean of Retweets Mean of Favorites 
NBA 201.65 383.42 
Toronto Raptors 41.25 78.78 
Cleveland Cavaliers 87.05 178.29 
Atlanta Hawks 57.10 91.52 
Oklahoma City Thunder 89.61 135.16 
Golden State Warriors 526.20 923.71 
San Antonio Spurs 163.91 273.72 
All Accounts 167.31 300.52 
 
Interactivity 
The Interactive categories included retweets, quote tweets, mentions, and replies to other 
users’ content.  The first subcategory included interactivity with other athletes, organizations, 
and/or media, and an example of a tweet that would fall into this category appears below: 
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(Retrieved from Twitter, 2016) 
The second subcategory focused on interactivity with fans, and an example of a tweet follows:  
 
 
 
 
(Retrieved from Twitter, 2016) 
The mean values for the Interactive categories is led by the official NBA Twitter account for 
both Interactivity with Athletes, Media and Organizations (mean retweets of 134, mean favorites 
of  248.67 – see Table 2.5) as well as Interactivity with Fans (mean retweets of 91, mean 
favorites of  249 – see Table 2.6). For Interactivity with Athletes, Media and Organizations, the 
San Antonio Spurs and the Oklahoma City Thunder follow the NBA account for the highest 
mean value of retweets (42.67 and 40, respectively), while the Cleveland Cavaliers (161.33), the 
San Antonio Spurs (153), and the Oklahoma City Thunder (122) trail the NBA account for the 
highest mean value of favorites (see Table 2.5).  
 In contrast, the category of Interactivity with Fans reinforced the pattern of the NBA and 
the Warriors leading the mean values for both retweets (91 and 59, respectively) and favorites 
(249 and 150 respectively). For mean values of retweets and favorites the San Antonio Spurs and 
the Cleveland Cavaliers followed the NBA and the Warriors with the next highest values (see 
Table 2.6).  
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§ TABLE 2.5 - Interactivity: With Athletes, Media, Organizations 
 
  Mean of Retweets Mean of Favorites 
NBA 134.00 248.67 
Toronto Raptors 22.86 57.43 
Cleveland Cavaliers 50.67 161.33 
Atlanta Hawks 13.70 38.30 
Oklahoma City Thunder 40.00 122.00 
Golden State Warriors 12.00 42.00 
San Antonio Spurs 42.67 153.00 
All Accounts 35.97 92.41 
 
§ TABLE 2.6 - Interactivity: With Fans 
 
  Mean of Retweets Mean of Favorites 
NBA 91.00 249.00 
Toronto Raptors 6.92 26.58 
Cleveland Cavaliers 24.33 82.00 
Atlanta Hawks 4.00 14.88 
Oklahoma City Thunder 0.00 0.00 
Golden State Warriors 59.00 150.00 
San Antonio Spurs 25.83 136.17 
All Accounts 16.07 57.57 
 
Promotional 
 The promotional category contained information about purchasing tickets/gear as well as 
community outreach programs or incentives that were spearheaded by the NBA or its franchises.  
 
 
 
 
 
 
                     (Retrieved from Twitter, 2016) 
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The mean values for both retweets and favorites for the Promotion category are led by the NBA 
(196.58 retweets and 533.58 favorites), followed by the Golden State Warriors (107.63 retweets 
and 387.19 favorites) and then the San Antonio Spurs (see Table 2.7).  
§ TABLE 2.7 – Promotion 
 
  Mean of Retweets Mean of Favorites 
NBA 196.58 533.58 
Toronto Raptors 22.09 74.45 
Cleveland Cavaliers 39.21 104.86 
Atlanta Hawks 31.92 60.62 
Oklahoma City Thunder 46.31 102.38 
Golden State Warriors 107.63 387.19 
San Antonio Spurs 49.50 131.83 
All Accounts 76.53 216.96 
 
Entertainment  
 The Entertainment Category, which included tweets that were intended to entertain or 
amuse the targeted audiences, consistently had the highest number of retweets and favorites 
across all seven accounts. An example of an entertainment-oriented tweet appears below: 
 
 
 
 
 
 
 
              (Retrieved from Twitter, 2016) 
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 The NBA and the Golden State Warriors, however, yielded mean values for retweets and 
favorites that were significantly greater than the rest of the five accounts. The mean value for 
both accounts in retweets and favorites hovered above a thousand for the NBA retweets 
(1093.83) and favorites (1389.80) and the Golden State Warriors for retweets  (1210.06) and 
favorites (1603.65 - see Table 2.8).  
§ TABLE 2.8 – Entertainment 
 
  Mean of Retweets Mean of Favorites 
NBA 1093.83 1389.80 
Toronto Raptors 146.68 258.32 
Cleveland Cavaliers 244.00 410.35 
Atlanta Hawks 82.57 147.07 
Oklahoma City Thunder 268.56 416.31 
Golden State Warriors 1210.06 1603.65 
San Antonio Spurs 403.30 609.43 
All Accounts 702.07 941.74 
 
Other 
 Topics that did not align with the categories above were coded as “Other.”  These topics 
included promotion for other businesses or sponsors as well as tweets that contained text with no 
context, sometimes accompanied by an emoji (examples appear below). 
 
     (Retrieved from Twitter, 2016) 
 
 
(Retrieved from Twitter, 2016) 
 
The Golden State Warriors and the NBA led the Other category in mean values for retweets and 
favorites (see Table 2.9).  
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§ TABLE 2.9 – Other 
 
  Mean of Retweets Mean of Favorites 
NBA 338.00 207.00 
Toronto Raptors 30.20 124.00 
Cleveland Cavaliers 75.60 183.40 
Atlanta Hawks 25.86 47.71 
Oklahoma City Thunder 38.75 122.75 
Golden State Warriors 677.00 983.00 
San Antonio Spurs 117.67 264.83 
All Accounts 89.17 171.55 
 
However, because tweets that didn’t distinctly fit into any of the six content-specific categories 
were sorted into since the Other category, that category ultimately contained a wide range of 
content, and therefore can’t necessarily serve as a reliable sample for mean values related to 
content. 
Presence of a Picture, Video, or Graphic  
 The presence of pictures, video or graphics was tracked for all seven Twitter accounts in 
this study. The purpose of monitoring the presence of a picture, video, or graphic is twofold: 
first, to determine how many of tweets contain a picture, video, or graphic, and second, as an 
available metric for determining whether the presence of a picture, video or graphic affected the 
level of interactivity the tweet received.  
 Overall, the majority of tweets from all accounts, with the exception of the Toronto 
Raptors, contained a picture, video, or graphic. Across all seven accounts 755 tweets contained a 
picture, video, or graphic, and 283 did not, which is a ratio of 2.67 to 1 tweets (see Table 2.10). 
Additionally, the analysis shows that tweets coded in five of the seven topical categories 
included a picture, video, or graphic.  Only Interactivity with Fans and Other had fewer tweets 
with visuals (See Table 2.11) 
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§ TABLE 2.10 - Account: Does the Tweet Contain a Picture, Video, or Graphic? 
 
§ TABLE 2.11 - Category: Does the Tweet Contain a Picture, Video or Graphic? 
 
As evidenced by Tables 2.10 and 2.11, the bulk of tweets sent from the NBA Twitter accounts 
and its franchises contained a picture, video, or graphic.  
 Furthermore, this study investigated the relationship between the presence of a picture, 
video, or graphic within a tweet and the number of interactions, which a tweet acquired. Mean 
values were utilized to evaluate the relationship of tweets with a picture, video or graphic to 
retweets and favorites for each of the seven Twitter accounts (see Table 2.12). Next, mean values 
were calculated to evaluate the relationship of a picture, video, or graphic in retweets and 
favorites to the separate coding categories (see Table 2.13). 
 
 
 
 Yes No      Total      
NBA 233 42 275 
Toronto Raptors 74 98 172 
Cleveland Cavaliers  109 9 118 
Atlanta Hawks 74 36 110 
Oklahoma City Thunder 95 20 115 
Golden State Warriors 96 23 119 
San Antonio Spurs 74 55 129 
TOTAL # 755 283 1,038 
 Yes No Total 
Information Sharing: Franchise 250 142 392 
Information Sharing: Athlete  192 64 256 
Interactivity with Ath/Org/Med. 18 11 29 
Interactivity with Fans 15 27 42 
Promotion 94 12 106 
Entertainment 172 12 184 
Other 14 15 29 
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§ TABLE 2.12 - Relationship of Picture, Video or Graphic to Interactions by Account 
 
 
§ TABLE 2.13 - Relations of Picture, Video or Graphic to Interactions by Category 
 
 
In every instance except the Other category tweets with a picture, video, or graphic 
resulted in a higher level of interactivity evident through retweets and favorites, as compared to 
tweets that did not contain a picture, video, or graphic. When analyzing the two accounts that 
were the most interactive and active on Twitter – the NBA and the Golden State Warriors – the 
mean values for both retweets and favorites that contained a picture, video, or graphic were at 
least five times the mean value of tweets that did not contain a picture, video, or graphic (see 
Table 2.12).  On the opposite side of the spectrum, the account that was the least interactive and 
 Average Number of Retweets Average Number of Favorites 
 Presence of 
Picture/ Video/ 
Graphic 
No Picture/ 
Video/ 
Graphic 
Presence of 
Picture/ Video/ 
Graphic 
No Picture/ 
Video/ 
Graphic 
NBA 510.21 87.45 774.59 178.26 
Toronto Raptors 60.82 31.65 117.41 71.48 
Cleveland Cavaliers 99.10 81.78 204.54 173.67 
Atlanta Hawks 48.77 18.47 85.58 45.00 
Oklahoma City Thunder 123.55 53.10 203.24 83.40 
Golden State Warriors 628.60 440.65 1001.85 790.13 
San Antonio Spurs 241.93 114.42 388.28 219.51 
TOTAL # 301.69 90.69 479.49 175.23 
 Average Number of Retweets Average Number of Favorites 
 Presence of 
Picture/ Video/ 
Graphic 
No Picture/ 
Video/ 
Graphic 
Presence of 
Picture/ Video/ 
Graphic 
No Picture/ 
Video/ 
Graphic 
Information Sharing: Franchise 210.90 90.16 394.03 184.30 
Information Sharing: Athlete  208.82 94.21 367.66 182.32 
Interactivity with Ath/Org/Med. 44.5 22 105.67 70.73 
Interactivity with Fans 31.13 7.70 105.60 30.89 
Promotion 83.9 18.75 236.78 61.75 
Entertainment 728.40 324.75 971.55 514.50 
Other 45.71 129.73 114.07 225.20 
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active on Twitter, the Atlanta Hawks, followed a similar trend: the mean value of retweets and 
favorites was significantly higher with the presence of a picture, video, or graphic.  
 When analyzing the effect of the presence of a picture, video, or graphic on the 
interactivity of tweet categories, the Other category was the only group in which the incidence of 
a picture, video, or graphic within tweets did not result in a higher mean value of interactivity for 
those tweets (see Table 2.13). In every other category, the presence of a picture, video, or 
graphic within a tweet resulted in a higher mean value of retweets and favorites as opposed to 
tweets that did not contain a picture, video, or graphic.  
 In summary, this chapter presents the results of the content analysis of 1,038 tweets, 
which were classified into one of seven separate and distinct categories. The results show that 
most of the 1,038 tweets were coded in the informational categories (37.76 percent), and the 
majority of tweets included visuals.  The NBA posted the most tweets on its account during the 
sample constructed week, and the NBA and Warrior accounts received the highest values of 
mean retweets and favorites across the seven Twitter accounts that were monitored. Among the 
categories of coding, the Entertainment category received the highest values of mean retweets 
and favorites, followed by Information Sharing that was Franchise-Centered. The following 
chapter discusses the findings and how they support or refute the literature.  
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Discussion 
Overview 
 The results from the content analysis are presented in this chapter to readdress the 
research questions to investigate how the NBA and its franchises utilize Twitter as a public 
relations tool to build relationships and brand awareness with their audiences through the 
contents of the tweets taken from a sample between October 27, 2015 and December 27, 2015.  
This chapter uses the initial research questions as an organized means of discussing how the 
findings of this study support or reject the constructs presented in earlier chapters, as well as to 
offer new evidence to validate Twitter’s ability as a tool of public relations for sports 
organizations.  
 One of the traditional goals of public relations corresponds with the fundamental goals of 
communication: to inform. The NBA and its franchises utilize Twitter as a means to accomplish 
these goals using an updated public information model. According to Lattimore, Baskin, Heiman 
and Toth (2012), the public information model is a public relations model in which organization 
utilize different tools of dissemination with the intent of providing information, rather than 
persuasion, primarily by means of one-way communication.  However, Twitter presents 
organizations with the ability to fully engage with their stakeholders, i.e. to both communicate 
with and listen to their audiences by employing communication practices that fit more closely 
with that of two-way communication. The NBA and its franchises employ a form of public 
relations on Twitter that fits best with that of the two-way symmetrical model, which suggests 
that organizations employ listening with informing. In other words, the organization and its 
stakeholders learn and adapt to one another as the organization conducts research about how to 
best meet the needs of their audiences. This two-way system presents a model that, according to 
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James E. Grunig (2000), “balances self-interests with the interests of others in a give-and-take 
process that can waver between advocacy and collaboration” (p. 28). When organizations listen 
to and track the wants and needs of their evolving audiences, they can make better, more-
effective and efficient decisions about how to best inform and communicate with those 
audiences.  
 Wysocki (2012) analyzed NBA teams’ social media strategies, to create research-based 
suggestions on how to best inform audiences. Wysocki’s report of best practices suggests that, 
first and foremost, organizations should “give quality to content” and “give fans value and make 
following the team worthwhile” (p. 23). The research that Wysocki (2012) conducted filled the 
gap in research that existed at the time in an attempt to, “elaborate on how individual teams 
implement social media strategy, specific tactics, and the current climate around social media in 
sports communication” (p. iv). The breakdown of Wysocki’s (2012) best practices report fits 
within the seven coding categories employed in this study, which suggests that my findings 
about current Twitter practices of the NBA and six of its teams show the relevancy of Wysocki’s 
recommendations made four years ago.  
 Wysocki (2012) found that the NBA and its teams identified their social media strategies 
targeted at branding, marketing, and building relationships by disseminating  “quality content” 
through consistent and frequent updates (p. 12). “Quality content that is exclusive in nature is 
necessary. This exclusive content includes information that highlights the proximity of the team, 
behind the scenes information, and player contact; information they [the followers] cannot get 
elsewhere” (p. 16). This research suggests that providing their audiences with exclusive 
information is a major incentive for organizations like the NBA, and the results of my study 
support this notion. A total of 62.43 percent of the 1,038 tweets in the sample were sent with the 
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intent of distributing information and fell within the two categories of information sharing. 
Franchise-Centered Information Sharing contained 392 tweets and Athlete-Centered Information 
Sharing contained 256 tweets, while the next most prevalently tweeted category was 
Entertainment with 184 tweets (see Table 2.0, Figure 2.0).  
 In Matthew Blaska‘s (2011) study, which investigated Twitter and Sports Consumption, 
it was found that 81.5 percent of Twitter users followed their favorite teams on Twitter, and 31.6 
percent of users checked their Twitter account 10 to 30 times a day, while 22.5 percent of people 
reported constantly being on their Twitter account Blaska attributed this phenomenon to the fact 
that Twitter gives fans  “unprecedented consumption levels” of team and player information (p. 
20); in other words, information that is franchise and athlete-centered.   
 Twitter users seek information beyond the purpose of obtaining game updates; they also 
venture into the realm of tweets designed purely for the purpose of entertainment. The third most 
common category of tweet results within my study was the Entertainment category, with 184 
tweets, or 17.73 percent of all coded tweets (see Table 2.0). Often tweets that fell into this 
category served the dual purpose of informing and entertaining. A large portion of the tweets 
featured a highlight video that informed audiences of an extraordinary play, but also showcased 
the play itself, which placed it in the Entertainment Category. The presence of an emoji – an 
image used to convey an emotion or reaction – and memes – images used out of context or 
altered images created in jest – also were common occurrences that rendered tweets to be 
categorized in Entertainment, as well as “incentives, trivia, polls, free giveaways, tickets (and) 
merchandise” (Wysocki, 2012, p. 24). This finding supports the contention of Maxwell Neely-
Cohen (2016), an author and Senior Advisor to the literary organization Words after War, who 
reported, “Twitter has become the epicenter of basketball fandom, a beating heart and a central 
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nervous system, a place where serious statistical analysis flows alongside highlights, jokes, 
exclamations, and inane trash talk from every conceivable corner of the world” (Cohen, 2106).  
 The relationship management aspect of public relations is evident through interactions on 
Twitter or interactivity by engaging in conversation with other Twitter users. Interactivity, for 
the purposes of this study, was divided into two distinct subcategories:  interactions with fans 
and interactions with athletes, other organizations, or media. The distinction of subcategories 
was created to better determine the nature of the interaction. Interactions with fans have the 
intention of improving a sports organization’s relationship with its fan base, and this category 
accounted for 4.05 percent of sample of tweets within this study, while interaction with athletes, 
other organizations, or media are geared more towards information sharing or commenting 
accounted for 2.79 percent of the tweets. Although both of the categories were slimly represented 
in the sample, it is important to note that this finding does not necessarily imply an insignificance 
totweets that are designed to be interactive, but may instead be attributed to the personalized 
nature of interactive tweets. When an organization tweets at a fan or media personnel, they are 
usually answering a personal question or commenting on personal observance. This type of 
interaction may not have broad interest to all followers, and sports organizations may refrain 
from frequently sending these types of tweets because they only support one-to-one relationship 
building.  
Level of Interactivity  
 This section addresses the second research question, which states, ‘What type of content 
sent by the NBA and its franchises via Twitter garners the most interaction with other Twitter 
users?’ As the results of this study conclude, tweets sent with the intention of entertaining reaped 
the highest levels of interaction by a wide margin among the seven categories of tweets. The 
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mean values for retweets (702.07) and favorites (941.74) across all categories were significantly 
higher for the Entertainment category (see Table 2.2). It is somewhat expected that the 
Entertainment category would have resulted in the highest levels of interaction because tweets 
created to entertain, by nature, are created with the intent of making people happy or amused.  
 The next highest values were for that of the Information Sharing: Franchise-Centered 
category, which resulted in mean values of 180.71 for retweets and 341.59 for favorites, 
suggesting a certain degree of fan loyalty. Matthew Blaska (2011) suggests that,  
“It is assumed highly identified fans would follow their favorite teams on Twitter. 
Fans of a team differ on why they follow particular organization on Twitter. 
Highly identified fans are seeking as much information as they can consume. Past 
research suggests that fans will be looking for ‘insider’ information or breaking 
news on players, coaches and the team.” (p. 24)  
And, although promotion offers incentives for interaction, it doesn’t necessarily promote 
interaction. Tweets containing information about free merchandise or contests often contain 
links, and as a result, users of Twitter are more inclined to click on the link rather than the 
favorite or retweet buttons.  
 Regardless of the intention of the interactivity, the interaction itself is very important to 
the public relations framework. Amy Martin, the director of digital media and research for the 
Phoenix Suns said in a PR Tactics article, “Interacting with fans across these online communities 
has opened up opportunities to do much more than just share scores and stats…Fans are getting 
to know us personally as the people behind the brand, and everyone seems to be enjoying 
themselves in the process” (Zuk, 2009). The trust building and relationship management aspects 
of the organization-stakeholder relationship, which are developed through interaction, are vital 
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parts of the public relations process. As previously stated, Relationship Management Theory can 
be defined as, “how to build toward symmetry (managing organizational–public relationships 
around common interests and shared goals) and when to apply that approach (over time).” 
Ledingham (2003) identified five key dimensions to relationship management: trust, openness, 
involvement, investment and commitment. Achievement of the five dimensions is most easily 
secured by means of an open systems model approach because it signifies that organizations are 
interested in both sharing information with and receiving information from their stakeholders. By 
this definition, the interactive nature of Twitter as a prototypical outlet for building relationships 
as the messages of organizations are broadcast onto the world’s stage. Since much of Twitter’s 
content is seen by the masses, it is in the best interest of sports organizations to ensure that they 
are being open and honest with their stakeholders as a demonstration of their commitment to 
engaging their audiences, while simultaneously maintaining their trust. This research 
demonstrated that tweets created with the purpose of entertaining and information sharing 
garnered the highest level of interaction. Although these results cannot be generalized, the most 
effective types of tweets to help develop an organization’s relationship with their external 
stakeholders are those that involve interaction.  
Impact of a Picture, Video or Graphic  
 The results of this study show that tweets sent from one of the seven accounts that 
contained a picture, video, or graphic had a 232.66 percent greater chance of being retweeted and 
a 173.63 percent greater chance of being favorited than tweets that contained only text. Tweets 
that contained a picture, video, or graphic had a mean retweet value of 301.69 and a mean 
favorite value of 479.49, as opposed to tweets that did not contain a picture video or graphic, 
which resulted in a mean retweet value of 90.69 and a mean favorite value of 175.23 (see Table 
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2.12). These results indicate that the presence of a picture, video, or graphic within a tweet 
increases the likelihood of engagement. 
 While research has not been specifically devoted to evaluating the impact of the presence 
of visual media in tweets that are generated from sports organizations, studies have shown on a 
broad level that the presence of visual media in tweets increase the likelihood of engagement 
(Enge, 2014). A study conducted by Stone Temple Consulting that analyzed over four million 
tweets for the purpose of evaluating Twitter engagement found that the chances of getting 
retweets and favorites are significantly increased by including visual media within a tweet. 
Tweets that contained an image had a 68 percent likelihood of generating retweets and a 74 
percent likelihood of generating favorites, as opposed to 30 and 38 percent for respectively 
generating retweets and favorites for tweets that did not contain an image (see Appendix IV for 
chart).  
 The impact of a picture, video, or graphic within a tweet was evaluated first by account 
and then by category. For each of the seven accounts, the mean values for retweets and favorites 
for tweets that contained a picture, video, or graphic exceeded the mean values for retweets and 
favorites for tweets that did not contain visuals. The same result held true for six of seven 
categories of tweets: the mean values for retweets and favorites for tweets that contained a 
picture, video, or graphic exceeded the mean values for retweets and favorites for tweets that did 
not contain a picture, video, or graphic. The exception within the categorical context was the 
category entitled Other, in which the mean values for retweets and favorites for tweets that did 
not contain a picture, video, or graphic exceeded the mean values for retweets and favorites for 
tweets that did contain a picture, video, or graphic. I speculated that this occurrence is attributed 
to the fact that there were not clear characteristics, which represented the Other category.   
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Furthermore, when the 1,038 tweets within the sample were separated by coding category 
and cross-tabulated with the presence of a picture, video or graphic, five of the seven categories 
had a significantly larger number of tweets that contained a visual than those that did not (see 
Table 2.11). The two accounts that were the exception were the Interactivity with Fans and the 
Other category—two of the smallest category samples by number of tweets, which could indicate 
the sample for those two specific categories was not large enough to produce accurate 
conclusions. Another possible explanation for the number of tweets that did not contain a visual 
exceeding the number of tweets that did relates to the nature of the tweets within these two 
accounts. A large portion of tweets that were in the Interactivity with Fans category were 
answers to questions or commentary, neither of which would motivate the NBA or one its 
franchises to include a picture, video or graphic. Similarly, most tweets that were classified 
within the category entitled Other were tweets that offered non-informational, non-contextual 
content for people who were following live tweets on Twitter while watching the game. An 
example of a tweet that was commonly coded as Other was a player name, or phrase 
accompanied by an emoji or a tweet that only contained emojis like these:  
 
 
(Retrieved from Twitter, 2016) 
Unless specific information related to the franchise or an athlete’s statistics were included within 
a tweet like those seen above, they were categorized as Other. Although these types of tweets 
contained an emoji or mini-picture expressing an emotion, they were not coded as tweets 
containing visual media, and therefore might potentially have skewed results within the Other 
category especially since a high number of tweets within this category did contain an emoji.  
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Trends 
 This section specifically addresses research questions 1a and 1b: What similarities and 
differences exist between the content of tweets from each of the accounts? While broad trends – 
such as most-common categories of tweets and which were the most interactive – were 
previously discussed, the content of this section will focus more on the smaller, more-minute 
observations regarding levels of interactivity and engagement that were made while coding and 
categorize tweets into their respective groupings.  
 On a Twitter account level, the NBA account experienced the highest levels on 
interactivity of all the accounts that were monitored, which can be attributed to its broad appeal.  
Since the NBA account tweets content about the league and every team within the league, it is 
more likely that a fan of basketball would interact with some of the NBA content being posted 
because it is not always team specific, and when it is team-specific, there is still potential for a 
user to be interested in interacting with the content. On the franchise account level, the Golden 
State Warriors experienced the highest levels of interactivity and engagement of the five other 
franchise accounts that were monitored. Though the scope of this research did not extend beyond 
categorization, it is important to investigate possible explanations as to why a particular franchise 
account scored significantly higher than the rest of the pack. For example, the success of the 
Golden State Warriors and franchise itself could potentially have influenced the high levels of 
interactivity. The Golden State Warriors won the 2015 NBA Championship and started their 
2015 to 2016 season with 23 wins and no losses, until dropping a game to the Milwaukee Bucks. 
The combined stretch from the 2014 to 2015 and 2015 to 2016 season resulted in a 28-game 
winning streak for the Warriors, which was the second longest in the history of the league. As a 
result, it is possible that fans of NBA basketball that weren’t necessarily fans of the Golden State 
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Warriors still followed the team’s successes and accomplishment on Twitter. In addition, I would 
argue that the Golden State Warriors has one of the most popular and well-respected players in 
basketball on its starting roster, Stephen Curry. With that in mind, Twitter users following the 
sports might be more inclined to interact with content tweeted out by Golden State if it contained 
content relating to Stephen Curry. Although not everyone might be a Golden State fan, Stephen 
Curry has a lot of supporters throughout the United States because of his work ethic and high-
skill level. More generally, tweets that contained information about or pictures and videos of 
popular players on the Warriors like the Splash Brothers – Stephen Curry and Klay Thompson – 
generally had higher levels of interaction. This trend, more generally, sheds light on the second 
trend that was revealed from the 1,038 tweets that were monitored - the popularity of an 
individual player mentioned in a tweet has an impact on the level of interactivity and 
engagement that a tweet experiences.  
 While the presence of information, pictures, or videos of or pertaining to Stephen Curry 
garnered higher level of interaction than a sixth man or a player off of a team’s bench, other 
popular players throughout the league generated a similar trend. The presence of other more-
popular or well-known players throughout the league - like Kobe Bryant, LeBron James, Kevin 
Durant, and Russell Westbrook - within tweets increased the level of engagement for that 
particular tweet. Tweets containing information about or regarding Kobe Bryant, especially, 
elicited high levels of interactivity, which could be attributed to the fact that this season will be 
his last playing in the league. The tweet that received the highest number of favorites was sent by 
the official account of the NBA, which contained the text, “23-0, 27 straight… #WarriorsStreak” 
and a picture that highlighted Stephen Curry, Draymond Green, and Andre Iguodala. The tweet 
received over 5,700 favorites, which furthers the argument that the tweet focus on the Warrior’s 
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winning streak and the presence of three popular players within the picture that accompanied the 
tweet played a role in its high level of interaction.  
 The tweet that received the highest number of retweets was sent by the official NBA 
account of a vine video of Raptors player DeMar DeRozan dunking on Utah Jazz’ Rudy Gobert 
with the caption, “Look back at it. #NBAVine.” The tweet received over 5,900 retweets, and 
illustrates a third trend that emerged from categorizing the sample of tweets: the presence of 
videos originating from the video-sharing site and application, Vine, elicited high levels of 
interaction. Videos that were shared from all of the seven accounts were posted by uploading the 
video directly to Twitter or through Twitter via a video-sharing site or application such as Vine 
or SnappyTV. However, videos that were posted through Vine received higher levels of 
interaction on a consistent basis, which could be attributed to the fact that videos posted through 
Vine play on a loop so you can watch the action over and over again.  
Summary and Best Practices 
 My interest and study in the field of public relations has provided me with 
the unique opportunity to combine my passion for athletics with my natural, irrepressible 
aptitude for communicating. Sports organizations and athletes have tremendous power to 
influence and inspire the people that surround them, and I’ve seen it first hand with the NBA. 
I had the opportunity to attend an NBA Cares event with my brother, who has Alopecia, where 
we met Charlie Villanueva, a player who also has this autoimmune disease. Before the 
game, Charlie Villanueva spoke to my brother and other children about how he hasn’t let 
Alopecia keep him from playing the game, and every person listening was captivated. My eyes, 
however, were riveted in the opposite direction—on the public relations coordinator who had 
organized and orchestrated the entire event. I know this memory might seem commonplace, but 
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often the course of people’s lives are changed by small acts of kindness: that night, my brother 
took his hat off for the first time in public, and I, moved by the power of the event, decided what 
I wanted to do with the rest of my life—sports public relations. And, ten years later, this memory 
still inspired me to focus my thesis about the NBA and its public relations efforts. 
 The results of this study indicated that the NBA and its franchises most frequently 
tweeted out content for the purposes of entertainment and information sharing about an athlete 
and about the franchise (see Table 2.0). Interestingly enough, these three categories also received 
the highest levels of engagement and interaction (see Table 2.2). As a result, one may conclude 
that the high levels of interaction among the information sharing that is athlete centered, 
information sharing that is franchise centered, and entertainment category indicate that Twitter 
can be a powerful public relations tool to inform and engage external stakeholders. The 
willingness of stakeholders to like or retweet information that the NBA and its franchises put 
forth on Twitter indicates that stakeholders see value in the content. The league and its franchises 
have provided their stakeholders with the information that they are seeking on Twitter, evident 
by tweets that received the highest levels of interactivity - information regarding game updates, 
player’s statistics, team winning streaks, and videos of big plays or impressive dunks.  
 It also is important to mention that the nature of the game of basketball pairs well with 
Twitter because Twitter serves as a great outlet to inform stakeholders about details and game 
updates that they might otherwise miss. Basketball, more than other popular sports in the United 
States, is fast-paced, and it is very difficult to keep up with player statistics while watching 
games. One basketball player can score 30 points in a half, unlike sports like football, hockey or 
soccer, where scores occur much more infrequently. Basketball teams can live-tweet player 
statistics, impressive plays, funny pictures of player or fan reactions, and videos of huge slam-
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dunks for the purpose of informing and entertaining their followers, while also engaging 
audiences as a relationship building effort. The vast number of users who engage with 
organizations on Twitter, paired with the fact that sports fans are in general very active on 
Twitter, creates the perfect opportunity for sports organizations like the NBA to utilize Twitter to 
communicate, engage, and interact with their audiences (Nielsen, 2013). And, although the NBA 
and its franchises are particularly skilled at garnering interactions among informative and 
entertaining tweets, I suggest they develop more creative ways to reach audiences through 
interaction.  
 The goal of this research was to determine what practices renders NBA Twitter, in 
particular, so successful, and content analysis was utilized to uncover what specific and 
successful public relations practices the NBA and six of its teams employ with their respective 
fan bases on Twitter. From the seven geographically dispersed Twitter accounts that were 
analyzed, the results indicated that Twitter can be most successful as a public relations tool when 
it is utilized for the purposes of information sharing and entertainment.  
 
 
 
 
 
 
 
 
 
	   59 
Limitations and Future Research 
 Though this study was comprehensive and found conclusive results, there were still 
limitations present, which suggest the need for future research. One important limitation of this 
research pertains to the constructed sample week. To reiterate, the sample week was constructed 
using a random number generator to select which particular day would be utilized to represent 
each day of a week during the two-month timeframe from October 27, 2015 through December 
27, 2015. The dates for the constructed week were Sunday November 22, Monday November 9, 
Tuesday December 15, Wednesday December 9, Thursday November 19, Friday November 27, 
and Saturday November 21. From the constructed week that was applied to each of the seven 
Twitter accounts, a total of 1,038 Tweets were monitored and analyzed to determine what 
content the NBA and its franchises share on Twitter and the level of receptivity particular 
categories of content garners among Twitter users. A constructed sample week was necessary; 
due to time constraints, it would have been otherwise impossible to effectively and accurately 
code the thousands of tweets that were sent by all seven accounts during the two-month time 
period. A sample week allowed for an “acceptable estimate…while maximizing efficiency of 
time and effort” (Riffe, 1993, p. 133).  Simple random sampling through a constructed week 
creates a reliable sample for newspapers, and two constructed weeks are typically utilized to 
represent a year’s worth of newspaper information. At this point, researchers have not developed 
a constructed week matrix for Twitter (Riffe, 2005). Consequently, although one constructed 
week was used as the sample to ensure that each day of the week was represented in some 
capacity, the results of this thesis cannot be generalized. Sport reporting, unlike the daily news, is 
not static because it might change depending on whether the reporting is happening when the 
sport is in season or off-season, and on game days as opposed to off days. If, in the future, 
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constructed sample weeks could be proven to accurately represent the content put forth by sports 
organizations on Twitter, or if a researcher had the time and resources necessary to code every 
tweet from the two-month timeframe in its entirety, the resulting research could provide results 
that might be generalizable when investigating Twitter as a tool for public relations.  
 This research found results that attribute the success of the NBA’s public relations efforts 
on Twitter to its ability to connect and engage with audiences by the means of primarily sharing 
information and entertaining. And while there were limitations present within the study, such as 
a decision to code only for what this particular study required, the results still offer sports 
organizations insight into what content garners the most interaction on Twitter.  
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Appendix I 
The following definitions listed in Appendix I are taken directly from The Twitter Glossary 
(2015). 
 
@: The @ sign is used to call out usernames in Tweets: "Hello @twitter!" People will use your 
@username to mention you in Tweets, send you a message or link to your profile. 
 
@username: A username is how you're identified on Twitter, and is always preceded 
immediately by the @ symbol. For instance, Katy Perry is @katyperry. 
 
#: See "hashtag." 
 
Alerts: Twitter Alerts enable public safety agencies to inform people during emergencies by 
highlighting critical time-sensitive content with notifications and a unique look.  
 
Bio: Your bio is a short (up to 160 characters) personal description that appears in your profile 
that serves to characterize your persona on Twitter.  
 
Block: If you block a Twitter user, that account will be unable to follow you or add you to their 
Twitter lists, and you will not receive a notification if they mention you in a Tweet.  
 
Bug: An internal error in our site code and functionality. We find and fix them all the time 
(nobody's perfect). If you see one, point it out to @Support by sending us a message.  
 
Cashtag: A cashtag is a company ticker symbol preceded by the U.S. dollar sign, e.g. $TWTR. 
When you click on a cashtag, you'll see other Tweets mentioning that same ticker symbol.   
 
Deactivation: If you deactivate your account, it goes into a queue for permanent deletion from 
Twitter in 30 days. You may reactivate your account within the 30 day grace period.  
 
Direct Messages: Direct Messages are private messages sent from one Twitter user to another 
Twitter users. You can use Direct Messages for one-on-one private conversations, or between 
groups of users.   
 
Follow: Subscribing to a Twitter account is called “following.” To start following, click the 
Follow button next to the user name or on their profile page to see their Tweets as soon as they 
post something new. Anyone on Twitter can follow or unfollow anyone else at any time, with the 
exception of blocked accounts. See "block."  
 
Follow(s): A follow is the result of someone following your Twitter account. You can see how 
many follows (or followers) you have from your Twitter profile. 
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Follow button: Click the Follow button to follow (or unfollow) anyone on Twitter at any time. 
When you follow someone, you will see their Tweets in your Home stream. 
 
Follow count: This count reflects how many people you follow and how many follow you; these 
numbers are found on your Twitter profile. 
 
Follower: A follower is another Twitter user who has followed you to receive your Tweets in 
their Home stream. 
 
Geolocation, Geotagging: Adding a location to your tweet (a geolocation or geotag) tells those 
who see your Tweet where you were when you posted that Tweet. 
 
Hacking: Gaining unauthorized access to an account via phishing, password guessing, or session 
stealing. Usually this is followed by unauthorized posts from the account. Hacked accounts are 
sometimes referred to as "compromised." Click here if you've been hacked. Read more about 
how to keep your account safe. 
 
Hashtag: A hashtag is any word or phrase immediately preceded by the # symbol. When you 
click on a hashtag, you'll see other Tweets containing the same keyword or topic. 
 
Header photo: Your personal image that you upload, which appears at the top of your profile. 
 
Home: Home is your real-time stream of Tweets from those you follow. 
 
Impersonation: Online impersonation (pretending to be someone you're not) that is intended to 
deceive is prohibited under the Twitter Rules. Parody accounts are allowed. See "parody." 
 
Like (n.): Liking a Tweet indicates that you appreciate it. You can find all of your likes by 
clicking the likes tab on your profile. 
 
Like (v.): Tap the heart icon to like a Tweet and the author will see that you appreciate it. 
 
List: From your own account, you can create a group list of other Twitter users by topic or 
interest (e.g., a list of friends, coworkers, celebrities, athletes). Twitter lists also contain a 
timeline of Tweets from the specific users that were added to the list, offering you a way to 
follow individual accounts as a group on Twitter. 
 
Mention: Mentioning other users in your Tweet by including the @ sign followed directly by 
their username is called a “mention.” Also refers to Tweets in which your @username was 
included. 
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Mobile web: Twitter's website tailored to fit your mobile device. Visit it at mobile.twitter.com. 
 
Notifications, notifications: The Notifications timeline displays your interactions with other 
Twitter users, like mentions, favorites, Retweets and who has recently followed you. If you 
request it, we send notifications to you via SMS or through the Twitter for iPhone or Twitter for 
Android apps. 
 
Parody: You can create parody accounts on Twitter to spoof or make fun of something in jest, as 
well as commentary and fan accounts. These accounts must disclose that they are parody, fan or 
commentary accounts in order to comply with our strict policy against impersonation. See 
"impersonation." 
 
Phishing: Tricking a user to give up their username and password. This can happen by sending 
the user to fake sign-in page, a page promising to get you more followers, or just simply asking 
for the username and password via a DM or email. 
 
Pinned Tweets: You can pin a Tweet to the top of your profile page to keep something 
important to you above the flow of time-ordered Tweets. 
 
Profile: Your profile displays information you choose to share publicly, as well as all of the 
Tweets you've posted. Your profile along with your @username identify you on Twitter. 
 
Profile photo: Your personal image found under the Me icon. It's also the picture that appears 
next to each of your Tweets. 
 
Promoted Accounts: Promoted Accounts present suggested accounts you might want to follow 
as promoted by our advertisers. These appear in your Home timeline, and via Who to Follow, 
search results and elsewhere on the platform. 
 
Promoted Trends: Promoted Trends display time-, context-, and event-sensitive trends 
promoted by our advertisers. These appear at the top of the Trending Topics list on Twitter and 
elsewhere on the platform, and are clearly marked as "Promoted." 
 
Promoted Tweets: Promoted Tweets are Tweets that are paid for by our advertisers. These 
appear in your Home timeline, at the top of search results on Twitter and elsewhere on the 
platform, and are clearly marked as "Promoted." 
 
Protected Tweets: Tweets are public by default. Choosing to protect your Tweets means that 
your Tweets will only be seen by your followers. 
 
Reply: A response to another user's Tweet that begins with the @username of the person you're 
replying to is known as a reply. Reply by clicking the "reply" button next to the Tweet you'd like 
to respond to. 
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Reactivation: You may reactivate a deactivated account within 30 days of the deactivation 
date. After 30 days, deactivated accounts are permanently deleted.  
 
Retweet (n.), RT: A Tweet that you forward to your followers is known as a Retweet. Often 
used to pass along news or other valuable discoveries on Twitter, Retweets always retain original 
attribution. 
 
Retweet (v.): The act of sharing another user's Tweet to all of your followers by clicking on the 
Retweet button. 
 
SMS: Short Message Service (SMS) is most commonly known as text messaging. Learn how to 
send a Tweet via SMS. 
 
Short code: A five-digit phone number used to send and receive Tweets via text message. Find 
your short code. 
 
Spam: Refers to a variety of prohibited behaviors that violate the Twitter Rules. Spam can be 
generally described as unsolicited, repeated actions that negatively impact other users.  
 
Suspended: Suspended accounts have been prohibited from using Twitter, generally for 
breaking Twitter Terms of Service. 
 
Text commands: When using Twitter via SMS, these commands allow you to access most 
Twitter features with simple text keywords. Learn the Twitter text commands. 
 
Timeline: A timeline is a real-time stream of Tweets. Your Home stream, for instance, is where 
you see all the Tweets shared by your friends and other people you follow. 
 
Timestamp: The date and time a Tweet was posted to Twitter. A Tweet's timestamp can be 
found in grey text in the detail view of any Tweet. 
 
Top Tweets: Tweets determined by a Twitter algorithm to be the most popular or resonant on 
Twitter at any given time. Read more about Top Tweets. 
 
Trends: A Trend is a topic or hashtag determined algorithmically to be one of the most popular 
on Twitter at that moment. You can choose to tailor Trends based on your location and who you 
follow. 
 
Tweet (n.): A Tweet may contain photos, videos, links and up to 140 characters of text. 
 
Tweet (v.): The act of sending a Tweet. Tweets get shown in Twitter timelines or are embedded 
in websites and blogs. 
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Tweet button: Anyone can add a Tweet button to their website. Clicking this button lets Twitter 
users post a Tweet with a link to that site. Learn how to add the Tweet button to your website 
here. 
 
Twitter: An information network made up of 140-character messages (including photos, videos 
and links) from all over the world. Sign up!  
 
Twitter emoji: A Twitter emoji is a specific series of letters immediately preceded by the # sign 
which generates an icon on Twitter such as a national flag or another small image. 
 
Twitter Polls: Twitter Polls allow you to weigh in on questions posed by other people on 
Twitter. You can also easily create your own poll and see the results instantly. 
 
Unfollow: See "follow.” 
 
URL, URLs: A URL (Uniform Resource Locator) is a web address that points to a unique page 
on the internet.  
 
Verification: A process whereby a Twitter account receives a blue check icon to indicate that 
the creator of these Tweets is a legitimate source. Verified users include public figures and those 
who may have experienced identity confusion on Twitter. 
 
Who to follow: Who to follow is an automated list of recommended accounts we think you 
might find interesting, based on the types of accounts you already follow and who those people 
follow. 
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Appendix II 
Coding Guidelines for Content Analysis 
1. Only official teams and verified Twitter accounts of the NBA and its pre-selected 
franchises should be coded. 
2. Only tweets ranging from October 27, 2015 to December 27, 2015 should be coded. 
3. Each tweet should first be placed into one of six categories, valued at one full point. If the 
tweet falls into multiple categories (two or three), the value of the tweet will be split 
proportionately. If the tweet falls under two categories, each category will contain the 
data collected from tweet, valued at half of a point (.5). If the tweet falls under three 
categories, each category will contain the data collected from tweet, valued at a third of a 
point (.33). Detailed descriptions of the six categories can be found in Appendix III. 
4. Each Tweet should be coded in the following order 
a. 1st – By Category 
b. 2nd – By Subcategory  
c. 3rd – By the presence of a picture, video or graphic 
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Appendix III 
Categories for Coding based on Tweet Topic
 
Clarifications of categories for coding and the classification of tweet topics are listed as such:  
• Information Sharing refers to content that is tweeted from the NBA or one of its 
organizations that is intended to notify, update, and inform its intended audience of a 
specific event, situation, or decision (Hambrick, 2010). 
o Information Sharing that is Athlete-Centered discusses content that pertains to 
a particular athlete regarding his on or off-the-court performance and presence. 
This refers to a wide-range of content regarding the athlete’s personal 
performance, statistics, family life, community service, or injury report. If a tweet 
begins with the statistics of an athletes in game performance or highlights his 
efforts carrying/leading the team it should be in athlete-centered. If it highlights 
multiple players’ performance it should be listed in franchise-centered.  
	  Categories	  for	  Coding	  
Interactivity	  
With	  other	  Athletes/Orgs./Media	  
Contains	  pic/vid/graphic	  
No	  pic/vid/graphic	  
With	  Fans	   Contains	  pic/vid/graphic	  No	  pic/vid/graphic	  
Promotional	   Contains	  pic/vid/graphic	  No	  pic/vid/graphic	  
Entertainment	   Contains	  pic/vid/graphic	  No	  pic/vid/graphic	  
Other	   Contains	  pic/vid/graphic	  No	  pic/vid/graphic	  
Information	  Sharing	  
Athlete-­‐Centered	   Contains	  pic/vid/graphic	  No	  pic/vid/graphic	  
Franchise-­‐Centered	   Contains	  pic/vid/graphic	  No	  pic/vid/graphic	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o Information Sharing that is Franchise-Centered refers to material that pertains 
to a franchise and its decisions, records, performance and updates. This category 
contains information that franchises share with its stakeholders regarding its 
organization in terms of business decisions and legal issues. The category also 
encompasses information about games concerning score updates, team statistics, 
and team records and accomplishments. If a tweet highlights multiple players' 
performance it in relation to a game and does not highlight one player, it should 
be listed in franchise-centered.  
• Interactivity refers to the NBA’s or franchise’s interaction with external stakeholders 
using  specific actions such as retweeting, quote tweeting, mentioning, and replying to 
other users’ content (Hambrick, 2010). This does not include mentions in score updates, 
nor does it include the official NBA account mentioning score updates or 
accomplishments of other teams or players.  
o Interactivity with other athletes/organizations/media signifies an 
interaction (quote tweet, mention, or reply) that is initiated by one the NBA's 
franchises with other athletes, franchises, organizations, media and/or media 
personnel in a conversational tone. This does not include mentions in score 
updates, nor does it include the official NBA account mentioning score updates or 
accomplishments of other teams or players.  
o Interactivity with Fans refers to an interaction (quote tweet, mention, or reply) 
that is initiated by the NBA or one of its franchises with a fan. What distinguishes 
this sub-category from the former is that a ‘fan’ is a Twitter-user who is not well 
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known in the world of sports. The ‘fan’ has no professional relationship to any 
media organization that would render them ‘well known’ in the public eye.  
• Promotional broadly refers to the NBA or one of its franchises publicity efforts. This 
category encompasses all of the tweets from an organization that reference ticket sales, 
game times, upcoming games, goodwill efforts, community outreach programs, 
giveaways, and/or contests (Hambrick, 2010). 
• Entertainment references any attempt by the NBA or one of its franchises to tweet 
content that has the specific intention of engaging or amusing its audiences. Content that 
is deemed as entertaining customarily contains content that highlights a specific photo, 
video or graphic highlighting an impressive or comical play or statistic. The use of an 
emoji or reference to current culture would automatically denote that a tweet would 
belong in this category. Pay careful attention to videos; if the video highlights a specific 
dunk, if will usually fall under this category. 
• Other (Anything that does not fall directly into the other categories) 
 
 
Tweets from the official NBA account and its six franchises over the course of the two-
month period will be sorted into these separate categories by two coders. These coders will 
undergo comprehensive training to ensure the categories are clearly defined, separate, and 
distinct, and then inter-coder reliability will be checked with overlapping tweets.  
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Appendix IV 
(Enge, 2014) 
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